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Abstract
Australian universities face a challenging task to service an increasingly diverse international
student community in the globally competitive education market. The pressure on universities
to successfully negotiate cultural diversity arising from nationality differences and to improve
service quality will continue to increase with further expansions in the international student
market. Such a scenario requires insights into the individual backgrounds of students.
Personal values are one way in which insights can be gained of students, particularly with
regard to their needs and preferences. Using Factor Analysis, ANOVA and MANOVA, this
study analyses the national differences on the basis of underlying value domains of Self-
efficacy, Power, Inner harmony, Aspiration and Hedonism. The results indicate significant
differences in personal values amongst the student cohorts, which suggest that universities
may need to adopt different approaches in servicing international students.
Introduction
The international education market has shown a steady growth over the past two decades
(DETYA, 1999) and forecasts indicate continued growth in student numbers seeking tertiary
education in Australia especially from Asia (AEI, 2000, Bohm et al, 2002). The forecasts also
indicate a steady increase in enrolments in the offshore programs conducted by Australian
universities in partnership with local educational institutions. Given the increasing diversity
of student population, it is important for universities to understand students’ expectations,
aspirations, their attitudes and behaviour, in order to develop service strategies that provide
satisfying study experiences and outcomes for students (Arambewela, 2003; Coaldrake,
2001). In this context, profiling the market using psychographics, such as personal values,
can provide insights into consumers’ attitudes, beliefs and behaviour.
As indicated by Scott and Lamont (1973) personal values can have a direct effect on the
expectations of consumers on products and the criteria they use to evaluate their performance.
More importantly, Vinson, Munson and Nakanishi (1977), and Vinson and Gutman (1978)
have shown that personal value and the domains in which they emerge impact consumer
dissatisfaction. Furthermore, they suggest that an understanding of the role of culture is an
essential requirement with regard to marketing concepts. There is a dearth of information,
however, with regard to personal values systems of the various cultural cohorts of the
international student market.
The aim of this paper is to examine the differences in personal values among Asian
international postgraduate students from China, India, Indonesia and Thailand studying in
Australian universities based on nationality and to discuss marketing implications of these
differences. The specific objectives of the paper are to (a) assess for differences between
nationality groupings and personal value constructs and (b) determine the relative importance
of personal values by nationality groupings.
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The countries included in the study are the key sources of international postgraduate students
to Australia and recent statistics indicate a continuous growth in student enrolments for
postgraduate studies in Australia (AEI, 2000).
Literature Review
There is a large body of literature to support that personal values influence attitudes and
behaviour. From a marketing perspective, personal values are useful in describing the value
structure of populations, and explaining the differences in value systems among groups or
individuals who have been defined a priori and as a criterion for market segmentation
(Rokeach, 1973; Erdem, Oumilli and Tuncalp, 1999; Long and Schiffman, 2000). According
to Rokeach (1973, p5) personal values are “enduring beliefs that a particular mode of
behaviour or end-state of existence is preferable to opposite modes of behaviour or end-
states”. He proposed that the theory of personal values was relevant to all areas of life,
suggesting that it is one’s personal values that will influence one’s preferred choice of
behaviour in any given situation.  This was supported by Long and Schiffman (2000, p.216)
who stated that personal values “guide actions, attitudes, judgments, and comparisons across
specific objects and situations”. It is also suggested that personal values impact individual
choice, and in making such choices, individuals tend to order their personal values
systematically and hierarchically in order to rationalise their attitudes and behaviours to be
personally and socially acceptable (Rokeach, 1973)
Since the early work on personal values (Skinner, 1965; Rokeach, 1973), a number of
researchers have proposed different underlying domains in which personal values are
organised(see, for example, Schwartz and Bilsky, 1990), including the need for warm
relationships, security, excitement, fun and enjoyment and achievement (Kahle, Beatty, and
Homer, 1986); equality, inner harmony and a comfortable life (Rokeach, 1973); private
materialism (Easterlin and Crimmins, 1991); enjoyment, security, achievement, self-direction,
restricted conformity, pre-social and maturity (Schwartz and Bilsky, 1990); post-materialism
(David and Davenport, 1999). Furthermore, personal values are likely to change or “shift”
over time due to the influence of endogenous and exogenous forces (Brangule-Vlagsma et al,
2002).
The influence of values on behavioural characteristics of nationality groups was also
supported by cross cultural research undertaken by several researchers, including Kluckhohn
and Strodtdeck (1961), Hofstede (1980) and Triandis (1995). In particular, Furrer et al (2000)
argue that perception of service quality varies across cultural groups and, in their study have
attempted to link SERVQUAL’s five service quality dimensions to Hofstede’s four
dimensions of national culture. The estimation of the impact of the cultural background on the
evaluation of the quality of service of a firm or institution would provide valuable input for
international market segmentation and resource allocation across different service quality
dimensions. It is argued that if there is a variation in the relative importance attached to the
different service quality dimensions, then resource allocation should be guided by such
differences.
Methodology
 The data used in the study was collected from a mail survey administered among Asian
postgraduate students studying in five Australian universities in the State of Victoria. The
personal values analysed included 18 items - 8 items from Kahle’s (1986) List of values
(LOV) as well as values identified by Rokeach (1973), David and Davenort (1999) and
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Schwartz and Bilsky (1990). These were selected in order to reflect value domains not
present in Kahle’s List of values. Personal values were measured using a seven-point scale,
where ‘1’ represented strongly disagree and ‘7’ represented strongly agree.   
Of the 573 responses received, the sample for this study was reduced, using random
sampling, to an approximate equal sample size from each country and each university to
ensure equality of variance across the nationality groups for the same variables resulting in a
sample size of 371 (Hair et al, 1995). A factor analysis was conducted and then ANOVA and
MANOVA methods were used to analyse the data.
Results
Table 1: Factor analysis of personal values: factor scores and variance*
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5
Personal values Self-
Efficacy
Power Inner
harmony
Ambition Hedonism
Self-fulfilment .727
Self respect .686
Well respected .683
Warm relationship with
others
.655
Sense of accomplishment .637
Self reliance .617
Popularity .760
Status .683
Wealth .609
Dominating others .608
Materialism .513
Competing  with others .449
Solitude .625
Spirituality .471
Ambition .652
Fun and enjoyment in life .811
Variance explained
% of total
Cumulative %
26.9
26.9
16.6
43.5
7.1
50.7
6.6
57.3
5.1
62.4
*KMO .836 Bartlett’s Coefficient .000
The factor analysis generated five factors that explained a total variance of 62.4%. Table 1
displays the personal value items that load on each of the factors and their respective factor
loadings. The overall significance of the correlation matrix was significant with a p-value of
< 0.01, and a Bartlett Test of Sphericity value of 2211.6, which indicated that the data matrix
had sufficient correlation to conduct factor analysis. Moreover, the overall Kaiser-Meyer-
Olkin (KMO) measure of sample adequacy had highly acceptable value of 0.836 (Hair et al,
1995).
ANOVA and MANOVA analysis indicated that significant differences were found across the
values constructs of Self-efficacy, Power, Inner harmony, and Ambition with regard to the
nationality grouping of the students.  Further investigation using ANOVA found that most
items within each construct varied significantly (.001) according to nationality grouping
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except for a few variables such as status, wealth, materialism (Power) and fun enjoyment in
life (Hedonism). The differences are highlighted in Table 2 which show the relative
importance of the values for the national groupings based on mean score for each personal
value.
Table 2: Relative importance of personal values by nationality
Personal value domain Low                 Nationality Importance                 High
Factor 1: Self-efficacy
Self-fulfilment *** China Thailand Indonesia India
Self respect *** China Thailand Indonesia India
Well respected *** China Thailand Indonesia India
Warm relationship with others *** China Thailand Indonesia India
Sense of accomplishment *** China Thailand Indonesia India
Self reliance *** Thailand China Indonesia India
Sense of belonging *** Thailand China Indonesia India
Security *** China Thailand Indonesia India
Factor 2: Power
Popularity *** Indonesia Thailand China India
Status Indonesia India China Thailand
Wealth Thailand India Indonesia China
Dominating others *** Indonesia India China Thailand
Materialism Thailand Indonesia India China
Competing  with others ** Thailand Indonesia India China
Factor 3: Inner harmony
Solitude ** India China Thailand Indonesia
Spirituality *** India Thailand Indonesia China
Factor 4: Aspiration
Ambition *** Thailand Indonesia China India
Factor 5: Hedonism
Fun and enjoyment in life * India China Indonesia Thailand
 Significant level: ***<.001, **.05,
The marginal means analysis using MANOVA (Table 2) indicated that the importance placed
on the values construct also varied among student cohorts. For example, students from India
ranked all values associated with Self-efficacy very highly, followed by Indonesian students.
Indonesian and Thai students attached greater importance on values associated with
Hedonism. On average, Chinese students appear to attach relatively low importance to both
factors. Indian students also ranked high Aspiration construct, while students from Indonesia
and China placed greater importance in values associated with Inner harmony. In terms of the
other individual values, popularity was more important to Indian students as was ambition,
while solitude was more important to Indonesian students and competing with others to
Chinese students.
Conclusions and implications
This study provides insights into the differences in personal values of postgraduate students
from Asia and the opportunities for the marketers of tertiary education to tailor their
communications and services to their psychographic needs. Given the increasing diversity of
overseas students from a variety of Asian countries it is important for universities to recognize
that Asia is a differentiated market place where students from different countries and different
cultural backgrounds have somewhat different needs and wants to satisfy.  This requires a
differentiated marketing plan. The development of a segmented approach in targeting services
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to students from different countries should be part of the organizational strategy. This should
include targeted promotional material, which highlights services and facilities that would
potentially meet the needs of national groups. The success of such an approach will depend on
the cross cultural understanding of all employees of the university. Training sessions and
seminars on cross cultural awareness, effective teaching methods aimed at students from
different cultures and learning styles and regular course evaluations are among strategic
initiatives in addressing student diversity and overall quality improvement
Given the differences between student groups in relation to personal value items there is a
need for education providers to focus on the distinctive traditional values shared by
international student groups when they offer their services. It would be useful to consider
incorporating cultural aspects of students’ own educational systems, particularly in the early
stages of their education in Australia, to enhance their study experience. Promotional material
that emphasises popularity, status wealth and power will be attractive to students of a Chinese
cultural background. Fun and enjoyment is recognised as an important part of university life
by all national groups. Universities that provide good facilities and opportunities for the social
interaction of overseas students in a variety of areas are more likely to satisfy the needs of
these students. Self-Efficacy is important for Indian and Indonesian students and in
developing products for Indian and Indonesian students, self-paced learning approaches may
be an appropriate means of enabling these student cohorts to feel that they are in control of
their learning experiences whilst in Australia. The information will also be useful in planning
communication programs for students especially using university brochures and web-based
media.
The main limitation of this study is the sample which consisted of a limited number of Asian
student groups and its focus on universities in a single State of Australia. This would require
some caution with regard to the generalisation of the results to other states of Australia, and
international students in general, which might attract students from different cultural groups.
This research, however, provides a platform for further research in this area of marketing.
Future research could employ samples with greater diversity with regard to nationality, which
would provide more opportunities for comparative analysis. Whilst this study investigated
students using personal values, as a means of profiling them and as a point of comparison,
future research could investigate the role of personal values in the consumption process,
especially with regard to student satisfaction with services delivered by tertiary institutions.
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